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Abstract 
 
Cloth Inc is a local brand that offers ready-to-wear clothes with contemporary and 
up-to-date design. The purpose of this study was to determine the brand personality 
differences in multichannel Cloth Inc. Analyze the influence of brand personality and 
brand beliefs towards brand loyalty in multichannel store Cloth Inc, as well as to see 
customer segmentation formed in multichannel store based on brand personality. The 
method used in this study is descriptive, comparative and associative research. Data 
obtained from questionnaires towards 142 customers in online channel and 80 
customers in offline channel Cloth Inc. Analysis method that used in this study are 
independent sample t-test, regression analysis and cluster analysis. The results 
achieved in this study is that there is a difference of brand personality in online and 
offline channel where the online channel is stronger than in offline channel. And 
brand personality and brand beliefs have influence towards brand loyalty. And there 
are three groups of customer segmentation formed in the online channel; Excitement 
Shopper, Sufficient Money and Convinient Shopping. And there are three groups of 
customer segmentation formed in offline channel; Service Competence, Spirited 
Shopper and Stylish Shopper. (RT) 
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Abstrak 
 
Cloth Inc ialah perusahaan lokal yang menawarkan pakaian ready-to-wear dengan 
desain yang kontemporer dan up-to-date. Tujuan penelitian ini adalah untuk 
mengetahui perbedaan brand personality di multichannel store Cloth Inc, pengaruh 
brand personality dan brand beliefs terhadap brand loyalty di multichannel store 
Cloth Inc, serta untuk melihat segmentasi pelanggan yang terbentuk di multichannel 
store berdasarkan brand personality Cloth Inc. Metode penelitian yang digunakan 
adalah penelitian deskriptif, komparatif dan asosiatif. Data diperoleh dari penyebaran 
kuesioner terhadap 142 pelanggan di online channel dan 80 pelanggan di offline 
channel Cloth Inc. Analisis yang digunakan adalah analisis independent sample t-test, 
analisis regresi dan analisis cluster. Hasil yang dicapai dalam penelitian ini adalah 
terdapat perbedaan brand personality di online channel, dimana online channel lebih 
kuat daripada di offline channel. Kemudian, brand personality dan brand beliefs 
memiliki pengaruh terhadap brand loyalty baik di online maupun di offline channel. 
Serta terdapat 3 kelompok segmentasi pelanggan yang terbentuk di online channel 
yaitu Excitement Shopper, Sufficient Money dan Convinient Shopping. Dan 3 
kelompok segmentasi pelanggan yang terbentuk di offline channel yaitu Service 
Competence, Spirited Shopper dan Stylish Shopper.  (RT) 
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